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Sanofi Canada
Partners in Health

Tell us about the career
path that led to your 
current position as 
President and CEO of
Sanofi Canada.

I joined the pharmaceutical in-
dustry in 1993 as a sales repre-
sentative with Bayer UK, where
I held various sales and market-
ing positions before moving 
to Sanofi in 2001. At Sanofi, 
I headed up teams in sales,
CNS/urology, and, eventually,
business support for the UK 
organization. 

By that time, I had started explor-
ing international opportunities as
a way of combining my love of
travel with my desire for new
professional challenges. In 2006,
this took me to Bulgaria, where I
managed the Sanofi affiliate’s 
integration with Aventis. I led
Sanofi country organizations in
Finland and Portugal before
coming to Canada in May 2012.

How would you describe
your leadership style?

Demanding, inclusive, and peo-
ple-oriented. I put an extremely
high value on customer partner-
ships and engagement, both in-
ternal and external. I’d also say
that I’m pragmatic … and maybe
sometimes too impatient!

Does your European 
experience provide you
with a greater 
understanding of the
Canadian 
pharmaceutical 
industry?

Yes, because Canada’s provin-
cial model — almost like 10
countries in one — resembles
the European Union in some
ways. You can learn from the
experiences of neighbouring ju-
risdictions and apply them to
the problems you’re facing in
your own market.

If you could eliminate one
thing from your daily 
schedule what would it be?

Travel time

Is there anything you can’t
live without?

Sunshine

What is your favourite
sport to watch and/or 
participate in?

Football — the kind you play with
a round ball. “Soccer” is not in my 
vocabulary!

Which superhero power
would you like to possess
and why?

He’s not an official superhero, but
I would choose James Bond. He’s
not afraid to take risks and make
things happen, while managing to
have a solution to every problem. 
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Two minutes with 
Jon Fairest

Jon Fairest, 
President and CEO,
Sanofi Canada
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How does the Canadian
market differ from 
European markets?

The first thing that struck me 
is how fractured it is; there’s a 
different health care system for
every province and territory. The
other thing is how healthy the
economy is compared to some
countries in Europe. I’m con-
vinced that Canada has the re-
sources to provide appropriate,
effective, and timely health care,
if we can only get the model
right.

What innovations have
played, and will play, a
role in Sanofi’s future
business endeavors?

Our future business endeavors
will be built around patient-
focused programs and partner-
ships that improve care and ac-
cess to care or meet patients’

needs in creative and pragmatic
ways. 

Three recent examples are
STARsystemTM, our online dia-
betes management system; the
Sanofi Cancer Patient Assistance
Program, which improves peo-
ple’s access to treatment; and the
innoviCares program, which cov-
ers a portion of the costs of cer-
tain branded medications. We are
also partnering with a major
pharmacy chain to improve dia-
betes management in rural areas
using the retail pharmacist as the
focal point. 

Are the current 
therapeutic focuses of
Sanofi in Canada similar
to those of Sanofi 
globally?

Yes, Sanofi Canada’s three
business pillars — Diabetes,
Hospital (including Oncology),

What is your idea of an
ideal vacation?

Time with family and friends, plus
good food and wine. Fine weather
helps!

Tell us something most 
people don’t know about
you.

When I was 10-years-old, I was a 
regional chess champion at school.

What’s the one thing
you’ve done that you never
want to do again?

Wash the skunk smell off my dog,
which is something we had to do
very soon after we arrived in
Canada.

If you could meet any 
person living or dead, who
would it be?

Nelson Mandela. He not only
brought about significant change to
the political and social situation in
South Africa, but he also facilitated
communication between leaders. He
remained human, in spite of all the
injustice he endured, and humble, in
spite of his great accomplishments.
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Gerwin Ochoco and Marie-Andrée Champagne work on 
Allerject™, Sanofi’s new talking epinephrine auto-injector.
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and Consumer Health — are all
aligned with growth platforms of
the global Sanofi Group. That
being said, specific product of-
ferings vary between regions and
countries. For example, Sanofi’s
North American businesses are
the only ones to offer Aller-
ject™,* the first epinephrine
auto-injector that talks you
through the injection process. In
addition, our NeoStrata® line of
skin care products is developed
exclusively for the Canadian
market and available only in this
country.

Aside from pharmaceuticals, the
other global Sanofi businesses
are represented in Canada by our
sister companies: Sanofi Pasteur
(vaccines), Genzyme (rare dis-
eases and multiple sclerosis),
and Merial (animal health).

* The product is known as 
‘Auvi-QTM’ in the US

What does your new
product pipeline look
like, and will this
change today’s 
therapeutic focus? 
Will codevelopment/
comarketing 
arrangements continue
to exist at Sanofi in the
future?

There are more than 50 prod-
ucts in the R&D pipeline, in-
cluding 12 in the late stages.
Most of these are in areas where
Sanofi is currently active, such
as diabetes, oncology, CVD,
and vaccines. But our early-
phase projects cover a wide
range of therapeutic areas, some
of which would be new for us.
These include age-related de-
generative diseases, ophthal-
mology, and immune-mediated
diseases, such as asthma.

What is the best piece of 
advice you have been given
and from whom did you 
receive it?
“You have one mouth and two
ears, so use them in that propor-
tion,” from a schoolteacher I had
long ago.

Which do you prefer, Tim
Hortons or Starbucks and
why?

Neither. I’m English; I drink tea!

What is your biggest pet
peeve and favourite 
attribute in people?

Pet peeve: people who overpromise
and underdeliver

Favourite attributes: energy and 
enthusiasm

If you were to suggest a
question for the next “Two
Minutes with […],” what
would it be?  

No suggestions — this is enough to
confuse anybody!

?
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Employees wore blue to mark World Diabetes Day on 
November 14, 2013.

?
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We can certainly expect that
Sanofi will continue to pursue
codevelopment and comarket-
ing arrangements in the future.
As health care science becomes
more complex, no one organi-
zation can claim to be an expert
in every relevant field. Collab-
oration and partnerships repre-
sent the best path forward in our
quest to offer innovative health
care solutions for patients.

As a larger 
pharmaceutical 
company, do you see
unique challenges in the
Canadian marketplace
that the smaller 
pharmaceutical 
companies may not
face?

Bigger companies are more
visible and are the focus of
greater expectations. For that

reason, we have particular obli-
gations in terms of defending the
industry’s reputation and securing
recognition for our peers, large
and small, as drivers of R&D and
providers of innovative health
care solutions. 

What do you identify 
as the biggest 
challenges to 
marketing and sales 
departments in the 
primary care arena?

If I can take this from the van-
tage point of diabetes, I’d say
that our challenge is to promote
a holistic approach to disease
management. We have to work
with a much broader group of
stakeholders than we did in the
past — not only physicians, but
also nurses, educators, nutri-
tionists, pharmacists, health
coaches, etc. We also have to

help patients become more
skilled at self-management;
people with diabetes spend
around 12 hours a year with a
health care professional, so the
better they are at managing
their own condition, the safer
and healthier they’ll be for the

remaining 8,748 hours! 

Has Sanofi recently
launched any new 
corporate initiatives
you would like to share
with us?

Corporate social responsibility
is extremely important for
Sanofi as a whole, and our em-
ployees believe in being good
corporate citizens. We support
several important charities, and
in 2012, we launched a pro-
gram to match funds raised by
employees for good causes. We
also have a new relationship
with the nonprofit Partners in
Research to boost promotional
efforts around our signature
sponsorship, the Sanofi Bio-
GENEius Challenge Canada
competition, an annual science

Sanofi’s distribution centre in Kirkland also houses a laboratory where
cosmeceuticals from Sanofi’s consumer business are developed.

“Collaboration and
partnerships represent
the best path forward
in our quest to offer
innovative health care
solutions for patients.”
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CPM

contest that encourages high
school students to pursue ca-
reers in biotechnology. 

What makes working
at Sanofi an enjoyable
and fulfilling 
experience for 
employees?

I’d start by mentioning the
very work we do as a health
care solutions company — im-
proving the lives of patients
and their families. Our em-
ployees themselves make for
great coworkers who person-
ify our values of innovation,
solidarity, respect, and confi-
dence. Our Laval head office,
opened in February 2013, also
plays a role. The open office
concept encourages communi-
cation and teamwork, and our
people have truly embraced
this new environment. The
scope and diversity of our 

operations provide many op-
portunities for professional
development, and our overall
employee offering includes
many attractive features,
such as flexible work sched-
ules, access to daycare, and
team building activities.
What more can I say? Sanofi
is a fantastic place to work!

Sanofi employees volunteered at the Moisson Laval food bank as
part of the company’s “Season of Solidarity” initiative.

“Corporate social
responsibility is 
extremely important
for Sanofi, and our 
employees believe in
being good corporate
citizens.”


